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ABSTRACT

The purposes of this research were (1) to study marketing mix and motivation that
affected the decision to buy organic products in Phetchabun province, and (2) to study
marketing mix which affected consumer motivation in organic products. The population were
the consumers who have bought and consumed organic products in Phetchabun province.
The research used a sample size equal to 390 and data were collected by questionnaires from
the samples using a purposive sampling method. The statistics used in data analysis were
percentage, mean, standard deviation, Pearson's correlation analysis, and multiple regression
analysis. The results showed that (1) Most of the respondents were male, graduated below
bachelor degree level, worked as a private employee, and had incomes less than 20,000 baht,
(2) when considering the marketing mix and motivation factors, it found that all factors have
a high level of average values, (3) Marketing mix and motivation factors did not affect the
decision to buy organic products, (4) Marketing mix in all aspects, namely product, price,
distribution, and marketing promotion, influenced the cleanliness motivation for consumers’
purchase of organic products, and (5) the marketing mix in three areas influenced the safety

motivation for organic products including products, prices, and marketing promotion.

Keywords: Marketing Mix, Motivation, Buying Decision, Organic Product
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Unstandardized Standardized
Variables Coefficients Coefficients t Sig. VIF
B Std. Error Beta
Constant 683.342 269.885 2532 | .012
SANIT -87.030 50.341 -.104 -1.729 | .085 1.400
SAFETY 31.153 49.959 036 624 533 1.295
PROD 15.232 55.061 016 277 782 1.315
PRICE -40.738 45.991 -.050 -.886 376 1.232
PLACE 1.453 47.810 .002 .030 976 1.404
PROMO 47.500 46.043 061 1.032 | .303 1.362

F = 0.779, Sig. of F = 0.587, Adjusted R? = 0.012
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Unstandardized Standardized
Variables Coefficients Coefficients t Sig. VIF
B Std. Error Beta

Constant 1.145 262 4.373 | .000***

PROD 247 .055 219 4.500 .000*** 1.232
PRICE .160 .046 164 3.493 .001** 1.152
PLACE 119 .049 126 2.448 .015* 1.379
PROMO 207 .046 223 4.527 .000*** 1.265

F = 34.355, Sig. of F = 0.000***, Adjusted R* = 0.263
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